The article includes examination of the general aspects of Baby Boomer, X and Y generations in terms of demographic and psychographic dimensions and focuses on adding a new cluster of dimensions to discriminate them regarding their attention level to the communication content and advertisements that they incur. In this study it is found out that the cohorts can be discriminated through their attention level on the shared platform of advertising appeals of ; Creativity, Celebrity Endorsement, Reference Group, Emotion Evoking and Sexual Connotation. The variance between the old and the young generations explained on the ground of existential philosophy.
INTRODUCTION
Advertisement should be wisely composed to ensure its effectiveness (Kirmani and Wright, 1989) . Grabbing attention plays a significant role to secure the effectiveness of an advertisement (Moorman et al., 2012) , since without grabbing attention an advertisement can't achieve the assigned goal (Pieters et. al. 2010) .
Content is one of the major tools for an advertisement to be noticed (Krugman and Herbert, 1988) , therefore marketers ought to compose right content in advertisements to grab attention, but it is hard to talk about single right on this issue. Right content to grab attention varies throughout segments; it varies through genders (Goodrich, 2014 ) (Nettelhorst et. al., 2012) , locations (Ateljevič et. al., 2011) (Dao et. al., 2012) , cultures (Deleersnyder et. al., 2009) (Okazaki, 2015) (Czarnecka et. al., 2013) (Okazaki et. al., 2010) and so forth.
In this research it is studied whether generations as X, Y and Baby Boomers can be discriminated in terms of their attention to advertisements through dimensions of Creativity (Lehnert and Ospina, 2014) (West et. al., 2013) (Reinartz and Saffert, 2013) , Sexual Connotation (Schubert, 2012) (Torlak, 2011) (Furnham and Mainaud, 2011 ) (Malson, 2011) , Celebrity Endorsement (Zwilling and Fruchter, 2013 ) (Kelting and Rice,
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1. The Generations
In parallel of having common demographic variables such as gender, geographical location, ethnicity, occupation and so forth, individuals are tend to have common attitudes and behaviors (Hildebrandt, 2011) . The birth year variable is a popular segmentation tool used among researchers to understand the attitudes and behaviors of people masses (Petroulas et. al., 2010) . In the frame of birth year factor, many researches contributed to the body of knowledge. Maybe the most common context in forming groups on birth year basis is the generations. In this study we employed this concept to understand the factors leveraging attention to advertisement through the perspective of X, Y and Baby Boomer generations.
Baby Boomers (1946 -1964)
The individuals who were born between the years of 1946 to 1964 defined as baby boomers (Migliaccio, 2013) , whereas the years are subject to incur little changes according to countries and cultures (Table 1) . Source: (Hernaus, and Vokic 2014) , (Yaşa and Mucan, 2010) , (Tavener and Byles, 2014) , (Trevor, 2007) , (Tang et. al., 2012) , (Adiguzel et. al., 2014) , (Santos et. al., 2012) , (Lyons et. al., 2014) The generation gets the name from sharp decrease and increase in birth rate due to natural reflection of World War II (Tavener and Byles, 2014) . The cohort is known for its financial prosperity (Yaşa and Mucan, 2010) , (Heaney, 2007) , that renders them meaningful targets for savvy marketers. The generation has had lower rates of marriage regarding the previous generations (Trevor, 2007) . They are hardworking, idealist and harmonious individuals (Adiguzel et. al., 2014) . Tang et. al. credits the generation as job loyal comparing X and Y Generations since they give higher value to work itself than other generations give (Tang et. al., 2012) . According to Heaney, Baby Boomers are committed to brands (Heaney, 2007) .
X Generation (1965-1979)
Even in some sources they are defined with different periods (Table 2) , in general assumption X cohort starts by the year of 1965 and lasts till 1979 (Alwin, 2002 . Source: (Reisenwitz and Iyer, 2009) , (Gurau, 2012) , (Hernaus, and Vokic 2014) , (Keene and Handrich, 2011), (Alwin, 2002) , (Tavener and Byles, 2014) , (Yaşa and Mucan, 2010) , (Santos et. al., 2012) , (Heaney, 2007) , (Lyons et. al., 2014) , (Yolbulan and Yalman, 2013) The generation is also called as "baby busters" (Valkeneers and Vanhoomissen, 2012) , "lost generation" (Pritchard and Whiting 2014) or "sandwich generation" as they feel the pressure of both predecessor and successor generations (Keene and Handrich, 2011). They earn less regarding Baby Boomers so comparing them they represent a financially despondent cohort (Yaşa and Mucan, 2010) . They are qualified professionals and seek advancement as well as are demanding quality time (Keene and Handrich, 2011) . According to Reisenwitz and Iyer, they avoid risks (Reisenwitz and Iyer, 2009 ) and it guides us to understand their brand loyal attitude (Reisenwitz and Iyer, 2009 ) comparing Generation Y, although they are very skeptical consumers (Heaney, 2007) .
Y Generation (1980-2001)
There are different approaches regarding the exact period of generation Y (Table 3 ). In the presence of slight changes the period covers the years between 1980 and 2001 (Adiguzel et. al., 2014) and in this study the assumption employed. (Heaney, 2007) , Millennials (Lyons et. al., 2014) and so forth. They are; highly involved with technology, environment-sensitive (Gurau, 2012) , positive individuals, who credit to product with cool images and are open to diversity that globalization brings (Heaney, 2007) . They are not loyal to their job as previous generations do, rather they prefer a boundryless path (Lyons et. al., 2014) . They have high level of multi task processing capability but are easily bored (Lower, 2008) . In terms of brand loyalty and ambiguity avoidance they are the last in trio (Reisenwitz and Iyer, 2009 ).
The Discriminating Dimensions
As we discussed, generations differ from each other not only by demographic variables but also via psychographics variables. Through a retrospective view, we witness a freedom act in line with the communication diversity across cohorts. As the generations go younger, they tend to be more informal, participative and result oriented (Table 4) . (Hernaus, and Vokic 2014) , (Keene and Handrich, 2011) Mentioned demographic and psychographic dimensions are discriminating the generations. With the conducted study, we tested to add a new cluster of dimensions on the ground of attention to advertisements, to underline the difference between generations.
We tested the hypothesis whether cohorts can be discriminated on the shared platform of five major contexts; Creativity, Sexual Connotation, Celebrity Endorsement, Emotion Evoking and Reference Group Exposure, which prospectively affect the level of attention in regard to their characteristics.
Creativity
Creativity is one of the important components of advertising and a key consideration for firms that desire more return on investment (Lehnert et. Al., 2014) . Due to its role, it keeps attracting the researches to study over it. According to Ahlin et. al. the creativity concept is mostly commemorated with newness and difference (Ahlin et. al., 2013) . On the other hand newness means not being obsolete, in other words it corresponds to the intention to challenge to and even change the existing paradigm. The word of obsolete is synonym of being old fashioned, therefore newness tends to represent the other polar: means youth. Peng et. al. in their researches revealed that as the experience of an individual increases, the creativity of the individual decreases (Peng et. al., 2013) . The priceless source of experiencing is the time, correspondingly as the time lived accumulates, experience accumulates and creativity shortens. Ergo, the old should be more insensitive to the institution of creativity, consequently it is rational to think that creativity and attention to creativity should be correlated with young age. Studies of (Agogué et. al., 2013) , (Chan et. al., 2013) supports the argument as in their researches they found correlations with youth and creativity contexts. From the point we can start building hypothesis and say that creativity should have contribution to discriminate generations due to their young-old polarized state. Based on the conclusion we form our H1: Creativity concept has significant effect to discriminate generations in terms of their attention level to advertisements.
Celebrity Endorsement
Celebrity endorsement is a credited strategy to gain attention and raise return on investment (Hung, 2014) . The fact behind the concept is letting audience to pair the positive feelings of the celebrity with the offered product or service (Bush et. al., 2004) as a conditioning process. The principle aims to transfer positive associations from source (celebrity) to target (product/service). According to Austin et. al., celebrities are likely to influence people at young age (Austin et. al., 2008) , whereas Maronick in his research postulated that the old are less likely to be influenced by a celebrity in the presence of a rationale (Maronick, 2005) . In the light of previous studies we can add celebrity endorsement to our model by claiming that it has contribution to discriminate generations in terms of their determinant that raise attention to advertisements. Based on the syllogism we form H2: Celebrity endorsement concept has significant effect to discriminate generations in terms of their attention level to advertisements.
Sexual Connotation
Even using sexuality in advertising is regarded as unethical and a sort of dehumanization (Bongiorno et. al., 2013) , sexual connotation is a widely used tool in marketing programs and sex sells motto is still embraced by various industries (King et. al., 2015) . At the same time, according to Chang and Tseng (Chang and Tseng, 2013 ) the effectiveness of the advertisement with sexual content is higher than without sexual content. This is an ethics versus logic dilemma that marketers have to cope with. On the contrary, studies that postulated by Ma, Chernyshkova and Kalra et. al., revealed that sexuality and its associations such as love, desire and intimacy are more like to be experienced in youth (Ma, 2014) , (Chernyshkova, 2010) , (Kalra et. al., 2011) . Additionally as the age goes up, libido of people is more likely to reduce (Jeong et. al., 2012) , therefore people with older age more likely to engage with sexuality related activities less frequently regarding the young, in other terms the old are in a state of low involvement. According to cognitive theory, low involvement produces less attention (Celsi and Olson, 1988) . Due to these facts the younger are tend to pay more attention to sexual connotation regarding the old. So we can add the variable to our hypothesis' platform as sexual connotation in advertising has contribution to discriminate cohorts. Based on the evidences we form our H3: Sexual connotations have significant effect to discriminate generations in terms of their attention level to advertisements.
Emotion Evoking
In advertising strategies, the emotion evoking tool is used in an increasing manner (Roozen, 2013) . Conforming to Hofer et. al., as the age increase, people have more control over their behaviors in the presence of emotion evoking stimuli (Hofer et. al. 2015) . In other terms the old are able to produce more tolerance to emotions regarding the young. Additionally, according to research of Loureiro and Roschk, the descending direction of age difference, positively affects the loyalty level of audience across cohorts in depending on the emotional responses and its behavioral reflections (Loureiro and Roschk, 2014) . Besides, the research of Isaacowitz et. al. puts front that the old are physically might be at lower state regarding to young to perceive the emotional stimuli (Isaacowitz et. al., 2015) . Therefore the young are inclined to attend emotion evoking stimuli comparing the old. Thus we can add this dimension to the model as a discriminating independent. Based on the conclusion we form our H4: Emotion evoking concept has significant effect to discriminate generations in terms of their attention level to advertisements.
Reference Group Exposure
According to existentialist philosophy, human finds himself under the load of "the freedom to choose" with the existence (Gravil, 2007) . The freedom to choose is a load since it assigns responsibility to human and the individual shall choose the option and bear the psychological, sociological and economical outcomes of that choice and the probability to choose the wrong option stresses the individual (Gravil, 2007) . People in order to be freed from the stress of freedom might choose not to make their own choices but rather to follow someone else whom they took as reference (Irmak et. al., 2010) . By the way individual would transfer the responsibility. From the perspective of existential philosophy reference group concept can be explained in this context. Furthermore, as the age goes up, people accumulate experiences and they become less likely to take the reference group in to account comparing the young (Şimşek and Demir, 2014 ). Thus we form our H5: that "Reference Group Exposure" as an independent variable has prospect main effect in discriminating cohorts. Till now we formed five hypothesis and all are proposed to discriminate generation, so based on the hypothesis' we form our sixth and the last hypothesis as H6: Baby Boomer, X and Y Generations can be discriminated in terms of their attention level to advertisement on the shared platform of the stated quintet (Creativity, Celebrity Endorsement, Sexual Connotation, Emotion Evoking and Reference Group Exposure), (Figure 1 ).
DATA AND METHODOLOGY
Participants
Four hundred sixty-six respondents participated to research (249 female, 214 male and 3 respondents did not provide gender information). Participants' ages were ranging from 14 to 69. 122 of them belong to Baby Boomers, 161 of them belong to X generation and 183 of them belong to Y generation (Table 5 ). The mean age for members of the cohorts of Y, X and Baby Boomer were 24,46 (SD 5,676), 42,65 (SD 4,109) and 58,41 (SD 4,464) respectively. Simple random sampling was used in sampling procedure. 
Discriminating Dimensions of Attention to Advertisement
Response of Generations
Baby Boomers X Generation Y Generation 
Tools
A five itemed instrument developed to measure "Discriminating Dimensions of Attention to Advertisements". Measurements done through 7 pointed, balanced, unipolar itemized rating scales. After giving brief information regarding the study, it is asked respondents to fill the questionnaire. Only people, who are eligible to read and write, participated to study.
Methodology
Multinomial 
EMPIRICAL FINDINGS
Logistic regression method was conducted to test the hypothesis H1, H2, H3, H4, H5 and H6. According to findings:
H1 was accepted with a significance figure of 0,000. The model had a explanatory power of 0,307 (Nagelkerke) which was below the high explanatory power of level of 0,500. Taking the baby boomers as reference, generation X and Y has scores of 2,082 and 3,634 respectively. The variable could classify the cohort in %59,9 accuracy. The results put front that as the age goes down, creativity becomes a affective point to attend an ad.
H2 was accepted with a significance figure of 0,000. The model had an explanatory power of 0,308 (Nagelkerke) which was below the high explanatory power level of 0,500. Taking the baby boomers as reference, generation X and Y has scores of 2,382 and 3,869 respectively. The variable could classify the cohort in %58,6 accuracy. The results put front that as the age goes down, people are tend to attend an ad in the presence of a celebrity.
H3 was accepted with a significance figure of 0,000. The model had an explanatory power of 0,280 (Nagelkerke) which was below the high explanatory power of level of 0,500. Taking the baby boomers as reference, generation X and Y has scores of 2,166 and 3,813respectively. The variable could classify the cohort in %61,8 accuracy. The results put front that sexual connotation has discriminating affect over cohorts. As the age goes down, likelihood to engage with an ad with sexual connotation sharpens.
H4 was accepted with a significance figure of 0,000. The model had an explanatory power of 0,318 (Nagelkerke) which was below the high explanatory power of level of 0,500. Taking the baby boomers as reference, generation X and Y has scores of 2,196 and 4,047 respectively. The variable could classify the cohort in %61,2 accuracy. The results imply that emotion evoking has discriminating affect over cohorts and emotion evoking stimuli less likely to call attention of old regarding young generations..
H5 was accepted with a significance figure of 0,000. The model had an explanatory power of 0,346 (Nagelkerke) which was below the high explanatory power of 0,500.
Taking the baby boomers as reference, generation X and Y has scores of 2,404 and 4,184 respectively. The variable could classify the cohort in %61,4 accuracy. The finding support that reference group exposure has affect to discriminate cohorts in terms of their attention level to ads. The in negatively correlated with attention level to ads on the platform of reference group exposure.
Till now, all our hypothesis validated, on the other hand, none had a high explanatory power. In order to increase the explanatory power of the power of model, we summated. Before summating them, a few test conducted to measure whether they scientifically measure the same concept. At first stage Principal Component Analysis was conducted. Varimax rotation method was applied. The analysis produced one component, all five dimensions took place in this component. KMO had a figure of 0,914 and Bartlett's test of sphericity produced significant result, so the dimension reduction attempt came end with a validation. The finding supported that the dimensions was measuring the same concept.
Later we treated confirmatory factor analysis to data in order to test the construct validity of the independents. The result of the goodness of fit test was insignificant (0,158), it showed that predetermined model fitted to our sample data. Besides, KMO had a figure of 0.914, which indicated that the sample size was enough to conduct factor analysis as it was over cutoff value of 0,50 (Ebrahimy and Osareh, 2014) . Furthermore, Bartlett's test of sphericity was significant which supported the reliability of the confirmatory factor analysis (Ebrahimy and Osareh, 2014). Oblimin rotation was carried out as the average loading of the component calculated as 0,7338, since the result was more than 0,70, the convergent validity succeeded (Békaert et. al., 2012) . It also signified that the model had an oblique structure, means the correlation between factors were away of being orthogonal.
After securing the convergent validity of the model, internal consistency of five dimensions examined. Cronbach's Alpha was 0.947, which was far above the cutoff value of 0,70 (Cronbach, 1951) , means the result supported the confirmatory factor analysis as the factors were measuring the same concept. Hence the items consolidated through summation method and obtained one independent variable.
After summating independent variables Multinomial Logistic Regression conducted to test the hypothesis. Instead of Wald, Likelihood-ratio method used to test the model fitting in order to avoid any probable quandary that Wald method may bear (Walter et. al., 1977) . Both likelihood ratio final model fitting test and Pearson goodness of fit test had a value of 0,000, which showed that the dispersion that model proposed is validated in terms of fitness (Mebane and Sekhon, 2004) . According to the output, H6 is accepted as model fitted the data. Nagelkerke pseudo R² had a figure of 0,506. It indicated that the model had a high explanatory power to discriminate generations in terms of their motivation on advertisements. Model could classify the members of cohorts with a high accuracy of %74,2 (Table 6) , which was far above the cutoff point of 0,50 (Peng et. al., 2002) , the finding supported that model wasn't explaining the variance by chance. In parameter estimates table all cohorts had significant results, which implied that three out of three cohorts had significant contribution to the explanatory power of the regression model (Table 7) . 
CONCLUSION
The results imply that as the generations go younger, they tend to be more sensitive to Creativity, Sexual Connotation, Celebrity Endorsement, Emotion Evoking and Reference Group Exposure regarding old generations. Consequently, when developing marketing programs, organizations can benefit from the finding to make more accurate decisions in their commercial compositions regarding their target audience.
Our findings also supports the previous studies, as people get old, they gradually turn their faces from mundane concepts (Osajima et. al., 2010) , (Clark, 2000) . On the contrary very few members of the Baby Boomer cohort received high scores and fell to the region of either Generation X or Generation Y boarders (Table 6 ). The situation can be explained with the fear of death. According to Burroughs et. al. when people are afraid of death, they develop the feeling of existential insecurity. Due to the insecurity, those people tend to embrace physical world and expose materialist behaviors (Burroughs et. al., 2013) .
Moreover from empirical and academic knowledge we know that the old are more likely to die regarding the young and it makes them to think over nonexistence more regarding the young. Therefore, the Baby Boomers who received high scores in this instrument can be evaluated as more materialistic as well as are afraid of death more regarding the other Baby Boomers. According to results (Table 6 ), eleven out of hundred and twenty-two boomers, -which corresponds to a ratio of %9-, experience existential insecurity. While clustering the participants into cohorts, the birthdays weren't taken into consideration, all participants evaluated as to be born in 1st of January. The study conducted in major cities so it may or may not reflect the intentions of the individuals in rural areas.
Through the research we found out which dimensions catch the attention of the young, as well as what dimensions does not grab the attention of the old. A further research might be conducted to find out what dimension leverage attention of the old regarding the young individuals.
